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Abstract—Quality of service has a very strong influence on 
customer satisfaction and on company performance. Improving 
the quality of service to satisfy and retain customers is one of 
the most challenging and important issues in recent decades, 
this is due to its strong effect on business performance in 
various aspects. One of the factors to meet the quality of service 
we need to improve the quality of online services. This study 
aims to determine the determinants of success (CSFs) in 
improving the quality of online services using a systematic 
literature review approach to papers published in 2013-2016. 
According to the findings of 21 relevant papers, there are 8 
factors successfully applied: privacy, web design, accuracy of 
information/quality, ease of use, reliability, security, 
responsiveness, usability. These proven factors can be used to 
improve the quality of online services for online marketing and 
sales. 
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I. INTRODUCTION 
The growth of Internet business has led to more 
competitive business competition, forcing companies to use 
more precise and accurate strategies to improve service to 
customers. This is because business growth makes online 
services more important for companies, to attract customers and 
retain customers into online businesses. Some research proves 
that there are some things that become the reason for online 
customers to keep coming back to the company website that is 
because of a sense of loyalty that comes from good service, 
offered by the company. Quality of service has a strong 
influence on customer satisfaction for the performance of the 
company. 
Improving the quality of online services to satisfy 
customers and sustain them is a challenging and alarming issue 
in recent decades due to its strong effect on business 
performance in various aspects. This has resulted in online 
vendors having to build and maintain long-term partnerships 
with their customers to create sustainable competitive advantage, 
and online services have tremendous potential to meet this goal. 
Therefore, companies should pay great attention to improving 
service quality to always gain loyalty from their customers. One 
of which is to improve the quality of online services by meeting 
the quality of service factors to customers. 
 
The motivation of this research is to make a study with 
full literature review, structured approach to systematic 
literature review (SLR), and significant innovation value (to be 
one update). The research question of this research is "What 
success factors can improve online service quality?". While the 
purpose of this study is to analyze CSF in improving online 
services in online transactions. This research is expected to 
provide a real contribution to a paper that can be a guide to 
describe CSF in improving online service quality in online 
marketing or online business 
 
II. METHODS 
This study uses the concept of a study of some research that 
has been done by some previous researchers, by conducting a 
thorough review of the literature on research on the quality of 
online services CFS. The stages of this process are grouped into 
sections, namely: determining the source of the research, 
defining the keyword pattern for the search process, initiating 
inclusion and exclusion criteria, extracting the data, and 
analyzing the findings to answer the research question. 
 
2.1 Research Sources 
The first snap to do for SLR research is to determine the 
source of the literature consistent with this study. The literature 
will be based on a reliable journal database and widely used as a 
reference by other researchers. The selected sources used in this 
SLR study are as follows: 
 
• ACM Digital Library  
• IEEE Xplore Digital Library  
• Palgrave Macmillan (www.palgrave-journals.com) 
• Science Direct  
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• Emerald Insight  
• Wiley Online Library  
• ProQuest  
• Springer Link  
• Science and Engineering Research Support Society 
• Citeseerx 
To find research papers related to this research, we apply 
the Keyword Patterns which by answering research questions 
are made using Boolean operators to filter data so that we can 
determine our priority in searching data based on the symbols 
used. The symbols and Boolean operators we use in this paper 
are OR logic and AND logic. With a combination of keywords 
as follows: 
 
• ((CRITICAL’ OR ‘SUCCESS’ OR ‘FACTOR’) OR 
‘CSF’) AND ((‘ONLINE’ AND ‘SERVICE ‘AND 
QUALITY) ) 
• ((CRITICAL’ OR ‘SUCCESS’ OR ‘FACTOR’) OR 
‘CSF’) AND ((CHARACTERISTICS’ AND ‘ONLINE’ 
AND ‘SERVICE‘ AND ‘QUALITY’)  
 
The inclusion criteria of the keyword search 
mechanism consists of three filter processes. The first is the 
process, "Study Discovered". At this stage all documents we 
find from source publications related to the specified 
keywords will be retained as Study findings. After that, the 
next step we do filtering articles according to the title and 
abstract. If the title and abstract are appropriate and suitable 
for determining our research question, then this paper will be 
kept as "Study Candidate". And the last stage to filter this 
paper then we read and studied thoroughly all articles to 
answer research questions. If the article is appropriate to 
answer this research question, then the paper will be defined 
as "Selected Studies". 
 
The next stage after we read all selected papers then it 
is necessary to do the literature validity, the search exclusion 
criteria is done with some provisions, namely: 
 
• Papers issued on the date of their publication (prior to 
2001) and place of publication (journal and 
announcement except for important papers) 
• Complete article structure, which means all identities 
(journal/conference, writer's identity, etc.) are available 
on paper. 
• duplicate articles from the same study are not available 
in SLR 
In addition, this SLR should concentrate on CSF 
studies in quality online services on online marketing. 
 
2.2 Data Extractions 
This literature study was searched for in September 
2017 and found 300 papers based on database sources and 
search criteria. Of the 110 papers will be extracted into 
"candidate studies" there are 52 articles based on the relevance 
of the title and abstract to the question on the paper. And after 
further study of articles derived from "candidate studies", 
there are only 21 papers that can be used in this study: 
 
Table. 1 
Data Extraction in Inclusion Criteria 
Source found Candidate Selected 
IEEE 45 20 5 
Science Direct 31 12 7 
Citeseerx 5 1 0 
Proquest 10 1 0 
Science and Engineering 
Research Support Society 
2 0 0 
Palgrave Macmillan 5 0 0 
ACM Digital Library 4 1 0 
Emerald Insight 28 8 5 
Springer Link 30 12 4 
Total 110 52 21 
 
 
 
III. RESULTS AND DISCUSSIONS 
 
This study aims to determine the dimensions of online 
service quality success in online marketing. In improving the 
quality of this service it will lead to opportunities in online 
business. Thus it is necessary to search and identify the 
dimensions that are the key to success in improving the quality 
of online services. On Table 2, it shows journal, conference/ 
journal name, summary, and author. 
 
Table. 2 
Source of publications 
Journal / 
Conference  Name  Author # % 
Journal Journal of Retailing and Consumer Services [1], [2],[3] 3 14.3% 
Conference 
Hawaii International 
Conference on System 
Sciences 
[4],[5], [6] 3 14.3% 
Conference Procedia Economics and Finance [7] 1 4.8% 
Journal Journal Expert Systems with Applications [8] 1 4.8% 
Journal Journal of Operations Management  [3] 1 4.8% 
Journal Journal of Systems and Information Technology [9] 1 4.8% 
Journal Journal Managing Service Quality [10] 1 4.8% 
Journal 
International Journal of 
Quality & Reliability 
Management 
[11] 1 4.8% 
Journal The Electronic Library journal [12] 1 4.8% 
Journal 
International Journal of 
Operations & Production 
Management 
[13] 1 4.8% 
Conference 
3rd International 
Conference on Research 
and Innovation in 
Information Systems – 
2013 (ICRIIS’13) 
[14] 1 4.8% 
Conference 
11th International 
Conference on Service 
Systems and Service 
Management (ICSSSM) 
[15] 1 4.8% 
Conference 
Academy of Marketing 
Science, Conference 
Proceedings 
[16] 1 4.8% 
Conference 
Proceedings of the  
Academy of Marketing 
Science (AMS) Annual 
[17] 1 4.8% 
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Conference 
Conference Human-centric Computing and Information Sciences [18] 1 4.8% 
Conference 
Second International 
Conference on Future 
Generation 
Communication and 
Networking Symposia 
[19] 1 4.8% 
Journal 
International Journal of 
Retail & Distribution 
Management 
[20] 1 4.8% 
Total   21  
 
The number of dimensions that can be used in service 
quality in marketing can be seen from the researcher using the 
privacy dimension (5), web design (5), accuracy / quality of 
information (5), ease of use (6), Reliability (5), security (9), 
Responsive (9), Usability (2) as shown in Figure. 1 
 
 
 
Figure. 1 Dimension of Author 
 
Most authors discipline skills derived from 
Information Systems (20%) and business and administration 
(16%), while others can be seen in Table 3. It can be concluded 
that the topic of online service quality is a multidisciplinary 
concept between information systems, marketing, 
management, computer science. The speed with which the 
emerging technology encourages this research to discover the 
key to success of online service quality in online marketing on 
a website. According to literature studies that have been done 
found there are 10 successful factors of online service quality. 
Table 4 shows the success factors. 
 
Table 3 
Authors’ academic backgrounds 
No Background Author # % 
1 
Economics and Business 
Administration 8 16% 
2 
Operations and Strategic 
Management  2 4% 
3 Information Systems 10 20% 
4 Logistics 2 4% 
5 
Operations and Strategic 
Management  2 4% 
6   Information Systems Engineering 2 4% 
7 Marketing 7 14% 
8 Management 6 12% 
9 Computer and Information Science 4 8% 
10 Information Management 6 12% 
11 Economics 1 2% 
Total 50 
 
A comprehensive review of each paper in determining 
the CFS of online marketing viewed from articles written by the 
author. This classification is based on the author's judgment and 
there is no particular order among the references listed in the 
table. The successful marketing online factors defined in this 
article (as shown in Table 4). 
 
Table 4 
 CFS mapping to Authors’ and Dimension use 
Dimension Reference 
privacy 
(Collier & Bienstock, 2003; Heim & Field, 
2007; Ladhari, 2010; Pinho et al., 2011; 
Zhuang & Babin, 2015) 
web design 
(Cai & Jun, 2003; Chuang et al., 2016; 
Ladhari, 2010; G. Lee & Lin, 2005; H. Li & 
Suomi, 2008; Rare, 2014; Zhuang & Babin, 
2015) 
information 
accuracy / 
quality 
(Collier & Bienstock, 2003; Finn, 2011; 
Ladhari, 2010; H. Li & Suomi, 2008; Pinho 
et al., 2011) 
ease of use 
(Chuang et al., 2016; Collier & Bienstock, 
2003; Doherty, Shakur, & Ellis-Chadwick, 
2015; Ladhari, 2010; Pather & Usabuwera, 
2010; Yang et al., 2004) 
Reliability 
(Chuang et al., 2016; Collier & Bienstock, 
2003; Finn, 2011; Ladhari, 2010; Pather & 
Usabuwera, 2010) 
security 
(Finn, 2011; Ladhari, 2010; H. Li & Suomi, 
2008; Lin & Wu, 2003; Pinho et al., 2011; 
Rare, 2014; Schlegel & Tamm, 2009; Yang 
et al., 2004) 
Responsiveness 
(Chuang et al., 2016; Finn, 2011; Ladhari, 
2010; G. Lee & Lin, 2005; H. Li & Suomi, 
2008; Lin & Wu, 2003; Pather & 
Usabuwera, 2010; Rare, 2014; Vos et al., 
2014; Yang et al., 2004) 
Usefulness (F. H. Lee & Wu, 2011; Rare, 2014) 
 
 Based on literature studies that have been studied, there 
are 8 success factors that can represent online service quality in 
online marketing, as shown in Table 4. All successful factors 
with a brief summary are listed below: 
1. Privacy  
Privacy refers to the security of information that is not freely 
accessible to unauthorized parties [3], [11]. This policy 
should be done by all companies that do marketing 
online[16], [17]. With this policy, customers can 
conveniently conduct transactions online. 
2. Web design 
Website design is very important in providing an online 
service [2], [7]. Designing a website that is easier to use and 
understood by a customer will affect the behavior of these 
customers to interact on the web[20]. The quality of websites 
plays an important role in facilitating transactions between 
buyers and sellers, and thus, in increasing the satisfaction and 
retention of buyers and sellers against websites[17]. 
3. Information accuracy / quality 
Accuracy Information is the presentation of information 
about a product or service clearly and concisely[11], [19]. 
Accuracy information also includes information presented on 
the website, as well as full disclosure of policies, procedures 
that exist in online sales as well as the information provided 
is always up to date [11], [16]. 
4. Ease of use  
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Ease of use to available information is an important reason 
for consumers to buy via the internet[2][13]. The usefulness 
is an important aspect of e-SQ because e-business 
environments can be intimidating and complex comfort for 
many customers[2][21]. "Ease of use" refers to online 
marketing efforts that need to navigate websites, well-
organized / structured and easy-to-follow catalogs, and the 
ease of completing online transactions[16][18]. 
5. Reliability 
Reliability is determined by the consistency of performance 
and reliability, relevant to the design of the website [1] [2] 
[16]. Reliability can also mean that websites are well 
designed, secure and provide brief information about their 
short, clear and up-to-date product information [6]. The 
higher the reliability provided by shopping sites, the greater 
the impact on consumers' feelings on the quality of service 
from shopping sites, as consumers believe they have gained 
better service quality [18]. 
6. Security  
Security is an important dimension in the online quality 
service of online marketing[5][19][2]. "Security" includes 
low risk associated with online transaction data, 
safeguarding personal information, and security in 
completing online transactions [11][13]. By providing 
security factor in online service hence can increase 
consumer trust in transaction [1][4] 
7. Responsiveness 
Responsiveness is a description of the fast service offerings 
of all activities that exist online transactions [6][5] [7] [19]. 
An online business should be able to provide precise and 
accurate information (eg customer inquiries, information 
search, and navigation speed) that are important to his 
customers. [1] [2] [4] [11][13]. 
8. Usefulness 
Usefulness is closely related to customer cognitive function 
in terms of increasing work effectiveness[7]. Perceived 
usefulness refers to a customer's perception of the 
understanding of information on the website in terms of the 
level of perception of service quality and satisfaction. The 
perception of high quality of service, customer satisfaction 
and perceived usefulness with respect to services performed 
by service organizations, led to increased consumer buying 
interest[8]. 
 
IV. IIMPLICATION  AND CONCLUSION 
 
The online service quality is essential to achieve the 
success of an organization running an online business [22]. It 
can achieve good competitiveness in online transactions by 
offering good e-service to the customers [19]. Many studies 
have attempted to determine the quality dimensions of 
services related to the online environment. Many researchers 
use several dimensions for the quality of online services. From 
the literature that has been studied, there are 8 successful 
factors: privacy, web design, Information accuracy/quality, 
ease of use, reliability, Security, Responsiveness, Usefulness. 
While the implication for science is a statement from previous 
research that some SF must be considered by those who run 
the business online can apply these factors in the development 
of online marketing applications in order to provide quality 
online services and satisfy customers in doing online. 
Transaction. 
 
V. FUTURE RESEARCH 
 
This research has resulted in success factors based on 
theoretical findings. Thus the success factors obtained require 
further study to prove that these factors are true to affect online 
service quality in online marketing with a quantitative 
approach. Studies can be conducted on business organizations 
involved in online sales and marketing. 
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